Introduction
In the Czech Republic, marketing had a very difficult role to portray. In the era of communism, it was perceived as pseudoscience. On the contrary, after 1989 people would assume that marketing was the only thing that could possibly help with transforming to the market economy. We find the use of marketing in the non-profit sector very interesting, in fact much more interesting than the use in the commercial sphere. One of the main reasons why marketing is mainly used in the commercial sphere is because of the fact that people assume the most important thing is to gain profit. The area this paper concentrates upon is the potential of marketing in non-profit organizations. We are talking about organizations, which were not primarily founded in order to be profitable. Their motives come from altruistic intentions. They want to help with various issues or try to fulfill their mission. Usually they offer some sort of service, although they sometimes have difficulties with providing it, since finances, which they need in order to sustain, are usually very hard to get. Marketing is not a traditional aspect in the non-profit sector. The thought of using it was not accepted at the beginning, saying that marketing belongs to only commercial sphere. With the influence of growing competitiveness and also the changes that had occurred in financing, organizations started to wonder how they'd be able to keep up with others. Marketing became a very powerful instrument. One of the main tools is to apply a marketing strategy to the organizations activity. A marketing strategy is a document, which leads the organization to its outlined goals and helps keep track of the right way. Marketing nowadays is no doubt, one of the key methods in management of these organizations. In order to master all the marketing activities, including fundraising, which are powerful tools for obtaining the amount of required funds. The fact that a non-profit type of organization doesn't generate profit unfortunately does not mean, that it does not need any finances at all. The body of work is following: In the first of three parts, I would like to determine the definition of non-profit sector and organization; what are the main features and also I will give attention to fundraising, explaining what it is and why does it play such major role. In the second part I will try to define marketing in connection to the non-profit sector. I will explain the nature of non-profit marketing and different ways of using it. The last part incorporates both. It is dedicated to the marketing process of non-profit organizations when creating a marketing strategy. In the conclusions I will summarize all the possibilities and also limitations of the use of marketing, based on the literature which we used.
The Non-profit Sector
The national economy is in literature often divided due to various criteria. In terms of the financing criteria it is possible to divide the economy to profit and non-profit sector. Nonprofit (non-market) sector is the part of the national economy, in which operators raise funds for its activities through so-called redistributive processes. The target function of non-profit sector isn't profit in financial terms , but in achieving direct benefit. The benefit, which is achieved, is usually in form of public service. Some also divide the non-profit public sector, for which is typical financing from public resources, and non-profit private sector. (Strecková, Malý, 1998) The main characteristics of the non-profit public sector are management by public administration, decision-making based on public choice and also subjection to public control. The non-profit private sector is funded mainly from funds of people or legal entities. Nevertheless, it is possible to obtain funds from the state. Like stated, organizations of such type do not aim on generating profit, but to achieve direct benefit. (Strecková and Malý, 1998) On the market of profit sector, demand and supply mutually interact, whereas on the market of non-profit sector the situation isn't so clear at all. Provider is a non-profit organization, which offers, in most cases, services and does not aim for profit. The ones to whom these services are offered are often called clients e.g. visitors, students etc. We can also define a third party on the market -donors (givers). Donors are usually people or companies that are willing to give money or other resources to help with implementing a publicly beneficial service. The state can also be a donor by providing finances for the same purpose. An established definition of a non-profit organization does not exist in Czech literature. Therefore the basic characteristics of these organizations are derived from the Czech law, which says that a non-profit organization is basically a tax payer that was not created for the intension of business. That includes interest associations, civil associations, political parties, church and religion societies, foundations, state universities, communities and others. (Act Nr. 582/1992 Coll., Income tax and Act) Non-profit organizations can be characterized with the following specifics: (Šimková, 2006) -They stand as a legal entity -They were not founded for the purpose of generating profit, nor business -They fulfill specific citizens' needs -They can be funded by the state According to Hannagan, we can also classify non-profit organizations based on: (Hannagan, 1996) -The source of funding: if the funds come from the governments' donations, voluntary contributions or other sources; -The type of product (service): if the organizations focuses on people and their behavior, or if it produces materials goods; -The organizational form: we distinguish the following types:
 donors -main income is from donations  commercial -the organizations requires payments for the service it provides to its clients  mutual -the organization is ran by its users  business -the organization is ran by professional management.
Fundraising -obtaining financial resources
One of the major issues nowadays is lack of funds for an organization's activity. A very important and powerful way on how to get the needed finances is called fundraising, which is used by most of organizations, who try to outlast as long as possible in the non-profit sector. It incorporates many different methods and procedures, which help support the financial stability and development, not to mention the success of an organization. Fundraising is in fact a systematical obtaining of financial or material resources in order to ensure the sustainability and development of non-profit organizations; it has its principles and rules, although we can't apply them to every case. The fundraising methods are mostly used by non-government or contributory organizations (e.g. schools, hospitals, social care facilities), cities, regions, counties etc. There are many potential resources in fundraising. Following is a general overview of the primary: (Rektořík, 2004)  Public administration, which could be further divided into:
1. State administration: an organization can obtain finances from different departments by filling up a simple form. 2. Self-government: includes sources from counties, cities, towns etc.
 Individual donations, which includes single donors, who were either interested in the organization and its work, or were addressed by the organization itself.  Company sponsorship ands donations. Here, connections are mandatory. It depends on each organization, how much companies they reach out to. Key aspect is to address companies that resonate with your goal, thus you have a bigger chance at being successful.  Foundations (Czech or foreign): each foundation has their own rules when applying for a donations, which must be followed precisely.  Self-financing: an organization can get additional funds by selling their products. They must follow rules stated in the organizations deed.  EU programs: organizations have a unique opportunity to obtain sources from the structural funds of European Union.
Among the most commonly used methods in fundraising we classify: (Rektořík, 2004)  Personal visits, which presents usually the most effective method of all;  Telephone fundraising / personal letters. This method is usually used to contact donors, who have previously donated and are familiar with the organization;  Direct mail, where the organization sends letters asking for contribution;  Written request for grants, in order to succeed, and organization must follow defined rules;  Media advertising, which is very powerful when it comes to addressing masses, on the other hand there could be a problem finding donors without personal contact  "Door-to-door" fundraising, where workers or volunteers address people at their households, but due to privacy intruding this method is not very popular among the organization and potential donors.
An important thing to understand is that fundraising is a way how to find other sources than the regular ones, which usually come from the state or some sort of communities. Given these circumstances, the organization should fully concentrate mainly on multi-source financing of its activities. In today's fast and competitive market, it could possibly occur that while a few sponsors were enough just a few months ago, today, it won't be enough. Therefore it is important to not underestimate this powerful tool and to take enough time with it, in order to achieve your goals. In marketing terms, fundraising has quite a lot to do with the price mix as the amount of financial resources and resources of any other kind, that a single organization can obtain, then influences the price for products and services it offers.
Marketing in the Non-profit Sector
There are three widely recognized stage of marketing throughout the history.
Production-oriented marketing stage:
Marketing, as we know, began to emerge in the United States in 19 th century. Back then, the competition was weak and sold goods very similar to each other. Demand distinctly exceeded supply. People would buy only necessities. Promotion and distribution were not an issue. In the first decade of the past century, first surpluses started to occur, which forced the manufacturers to handle the situation somehow. A true pioneer in the automotive industry was Henry Ford. With his brand new concept and new methods of promotion, he gained a huge success.
Sales-oriented marketing stage:
After The great Depression in 1929 many changes had occurred in the economy of the whole world, economic thinking and also marketing itself. Marketing overspread and apart from the product, focused on the aspect of sales. Now, the main goal had changed to actually selling the product. More and more money had been undergone to advertising. The producers began to concentrate on customers and fulfilling their needs. By planning ahead, they wished to know future trends in order to determine how the demand would develop.
Stage of Absolute Marketing:
From the end of World War II., the absolute marketing had started to arise. According to the absolute marketing, the goal of all staff in a company is to focus on customer needs, who is the key aspect that determines the complete market structure. Within almost a hundred years, the situation had completely reversed; before demand prevailed whereas nowadays the supply prevails distinctly. After opening doors to Asian markets, the European products were forced to improve their image, because very briefly, the Asian products became competition. Another feature that came with the absolute marketing was segmentation. Now the market is not perceived as a mass market, yet as the market consisting of smaller segments divided into many different attributes. Marketing in fact has a major impact nowadays on basically everything around us. More and more, the success of each company or organization depends on their ability to succeed on the market, skills to convince the customer to buy their products or services and last but not least the company's flexibility, being able to respond to changing needs and desires. (Šimková, 2006) . What brings all the definitions together is the fact, that marketing focuses on identifying and then satisfying customer needs. It means that the company's or organization's activity is successful only, if the customers get the required products or services and a major factor as well is, whether they continue their purchases with the company or not. It follows, that the main goal of marketing is ensuring sustainable sales and in case of commercial marketing, also generating profit. Most of companies use marketing as an instrument to gain clients. In the past, it has been mainly used in the profit sector, but recently it has become an important element in strategies of non-profit organizations such as schools, hospitals etc. Companies and organizations take advantage of new opportunities. They reach out to customers, partners and surrounding in general. The traditional concept viewed marketing only as sales or advertising. The goal was to get customers, emphasizing the thought of profit, while taking care of them wasn't seen as too important. Thankfully this conception has been overcome and a new one has taken place. The key of a company's success is in the relationship between it and the customer. Companies choose their customers wisely and they also find new ways on how to keep them. (Kotler, 2004) In other words, companies create new forms of relationships with their customers to provide exceptional value to them, using new technologies i.e. internet.
The importance of Marketing in Non-profit Organizations
Like it was stated above, marketing is often used in connection to the commercial sector and generating profit. When it comes to non-profit organizations, marketing isn't really established yet. Opinions on whether to use marketing in the non-profit sphere where profit is not the main aim usually differ. The need of marketing in the non-profit sector follows from the importance of the service's quality and the fact of how much will the service suit its user. A high quality service will most likely be seen as useful, efficient and suitable for regular funding. (Hannagan, 1996) Marketing is a very vague and confusing term. Logically, apart from people who think marketing should interfere to the non-profit sector, there are also the ones, that think otherwise. The most common argument against using marketing activities in the non-profit area that: (Rektořík, 2004) -Marketing in the non-profit organization is associated with inadequate cost. -Consumption of services in the non-profit sector results from specifically forced consumption -Most services in the non-profit sector don't meet the requirements of a market-character service -Individual processes in the non-profit sector are usually unique and specific -In some cases, the users delegate responsibility into hands of professionals (e.g. in Health) -When deciding on the implementation of certain services, price isn't a determinative factor -Some services that the non-profit sector provides don't have market characteristics.
On the other hand, these are the arguments that acknowledge the effectiveness and justify the use of marketing activities in the non-profit sector: (Rektořík, 2004) -Non-profit organizations get in situation of increasing competition and emulation of obtaining funds and clients in both, public sector and private organizations. -It is required high efficiency in terms of cost and control. -With growing consumer demands, better communication with institutions is required. -Lack of funding resources forces organizations to develop business activities, as and additional source of income. -Increase in the professional level of workforce requires a higher level of management. -An essential prerequisite for defining the objectives and focus of the organization should be marketing research.
The Marketing Strategy of a Non-profit organization
Marketing is a dominant feature in creating and implementation of a marketing strategy. A marketing strategy includes the part of the organization's strategy, which distinguishes what are the main strengths, weaknesses, opportunities and threats (so-called SWOT analysis). It also includes rules of how should each activities in an organization work, it sets principles of customer care and pricing policy. By marketing strategy we often understand a strategic document, which is used by management to long-term directing activities and ensuring strategic objectives. A marketing strategy can also be referred to as a marketing strategic plan, project, or concept. The strategy determines a market for a product or service, on which the organization tries to use their resources, in order to gain market share. The document represents the primary direction to fulfilling the marketing objectives and also to fulfilling the objectives of the organization. A tool that helps with implementation is called a marketing plan, which is mandatory in both profit and non-profit sector. The process of marketing strategy planning could differ in the profit and non-profit area, mainly because of the nature of the non-profit sector which I've talked about before.
Identifying Target Markets
The first step in the process of implementation is, in my opinion, to think about the possible ways of succeeding on today's market. The key thing in order to sustain is to know your situation and position on the market. The organization must identify and acknowledge their market share as well as size of the market. The organization should be able to define its own strengths (qualities) and detect weaknesses. It analyses the internal and external environment. Not only threats are evaluated, but also opportunities, strengths and weaknesses and the current market position. One of the most important instruments used in this situation is the SWOT analysis.
Market Segmentation
There are too many potential customers with one too many needs. Each organization should be able to segment the market into homogenous groups, called segments. The organization could than concentrate on one or even more segments and apply different strategies to each of them. Market segmentation helps with aiming on customers, addressing them easier through marketing communication and helps to cover the market better. Each segments are defined based on the market segmentation criteria, which are geographic, demographic, socioeconomic, psychographic, temporal and also different motives for buying. Of course, there can be other criteria as well depending on whether the organization is situated. (Janečková, Vlastíková, 1999) The process of segmentation itself works in consecutive stages: definition of the market, that the organization wants to segment, defining personal segmentation criteria, following the choice of the segment. It is quite important to choose segments that are large enough, stable, measurable and achievable with marketing instruments. The thing that could be helpful with implementation of a marketing strategy is a marketing research. Marketing research could be defined as all activities that explore phenomena and relationships on the market and the impact of marketing instruments on them. Mainly, we talk about research of products, distribution channels, price, customer's behavior and marketing communication. (Šimková, 2006) Marketing research is engaged in marketing activities within the market and tries to provide answers to the following six questions: (Hannagan, 1996) -Who buys our products or services? -What products or services people want and what benefits they expect? -When will people buy these products or services? -Where will they buy them? -How will they pay? -Why will people buy the organizations products or services and not products or services of competitors?
Targeting
Once the organization completes the market segmentation, it is able to reach out to one of the segments. With that helps instruments called targeting and positioning. Targeting is the process of evaluating the attractiveness of individual segments and selecting one or more of these segments. (Kotler, 2004) The organization should choose a segment of the market, which may provide the greatest value. Because each organization has limited resources, it should try to get one or just a few market segments, or possibly just parts of them. Most organizations that enter the market, initially addresses only one segment of customers.
Only if the organization is successful, it tries to expand their activities and addressing other customers. The aim of the organization is to create different products or provide different services, and thereby satisfy customer needs of different market segments.
Positioning
Once the organization decides which segment of the market to address, they must also select a position they want to attract customers with. Positioning can thus be defined as the way a product is perceived with knowledge of the target group, it's the kind of place in the consciousness of mind that the product has, in relation to competing products. Positioning is the key element of the marketing strategy. It must be clear and the offered product or service must be distinguished from other products and services. To prepare positioning, it's necessary that the organization tries to define the potential competitive benefits of its products or services, which can help to stabilize its position. In order to have an advantage from their competitors, the organization must offer greater value to selected market segments, either because their product or service will require a lower price, or that it will justify a higher price and higher quality product or service.
Setting the Marketing Objectives
For a successful use of marketing in the management of and organization, it is relevant to define their objectives both, short and long term. The objectives are defined as measurable results which the organization or company is trying to achieve. Setting the objectives should be specific and precise. Based on the set objectives, depends the survival and overall development of the organization. In addition, the objectives of the organization should meet the following requirements. They should be: (Janečková, Vlastíková, 1999) -Measurable: a non-profit organization should quantify its goals (their quantifiable objective can be e.g. a reduction of costs incurred); -Realistic: realistic goals must be set, considering external factors, if the set goals are unachievable, the whole process of setting objectives fails; -There has to be a time period in which the set objectives are supposed to be achieved. -Individual objectives should not collide with one another.
In the marketing perspective we often distinguish two different types of marketing objectives: (Rektořík, 2004) -Action objectives. They are specific and measurable results and mostly relate to things we can actually count (e.g. the number of participants, the number of new members etc.) -Image objectives. They are not measurable. They reflect the mission, vision and ideas of organization and work with them, especially with non-profit organizations.
In order for an organization to set realistic goals, it is necessary to perfectly know its strengths and weaknesses. These abilities are determined by current material and financial resources, their future expectations and by skills and knowledge of employees.
Implementation of the marketing strategy
Firstly, it is very important to carefully plan and prepare such strategy. The process under which the marketing objectives and strategies put into practice is called marketing implementation. However, even a very good marketing strategy is not effective if the organization isn't able to implement it properly. It may occur that, even if two organizations have equally good strategies, one of them can be more successful on the market due to better implementation. The reason in this case would be that the successful organization managed to implement its strategy and plan faster and better. In order for an organization to succeed, it is necessary for all units in the marketing system, at all levels in the implementation of marketing plans to cooperate. The whole success depends on how well can the organization exploit human resources, the way their organizational structure look like, if the staff is motivated and if the organization has a resemblance of a corporate culture.
A plethora of marketing strategies
It is also important to pay attention to different typology and the subsequent selection of strategic approaches of the marketing strategy. Given that the strategy is closely connected with the individual components of the marketing mix, their structure is usually based on the division of marketing variables within the mix and their strategic concept is based on strategies of product, price, distribution and communication. We can also divide them: (Boučková, 2003) -Based on the market trends (growth, maintenance and retreat strategies) -Based on the behavior towards the external environment (strategy of cooperation and conflict -Based on the access to the market and market segments (offensive and defensive strategies) -Based on the life cycle of the market (strategies for markets in the deployment phase, markets experiencing growth, mature, saturated and declining markets)
Other widely recognized strategies are:
Market Positioning Strategy
This strategy identifies four different strategy among which and organization may choose.
The Market Leader Strategy -the organization tries to retain a leading position;
The Market Challenger Strategy -the organization plans to increase market share;
The Market Follower Strategy -the organization is trying to maintain balance in the industry through adaption to the market leaders;
The Strategy of Filling Market Niches -this strategy is used usually by small businesses, that specialize in those parts of the market that are not attractive for larger companies, since they require a special approach;
Ansoff's Grow Strategy
One of the main reasons for the implementation of marketing strategies in organizations is to determine the growth of the organization. The four main marketing strategies include: (Hannagan, 1996) The Market Penetration -effort of trying to find new customers in the same market;
The Product Development -adjusting the quality and performance of a product or service;
The Market Expanding -opening new markets; The Diversification -product development and market expansion.
Minimum Cost Strategy
In this strategy the organization aims to gain a larger market share through lower costs of production and distribution of their products or services. This strategy is usually implemented to companies or organizations that focus on large-scale to mass market. To ensure that the minimum cost strategy is effective, it is required to be applied in relation to those competitors, who are focused on the same or similar strategy. Otherwise, the organization puts itself at risk, that another company, even with lower costs, could arise on the market, which could eventually damage the original organization, that focused on the strategy of minimum cost.
Product Differentiation Strategy
This strategy is based on differentiation of a product or service. Organization therefore focuses on achieving improved performance in area which is important for the customer. The organization may crave a leading position in some place, like in the uniqueness of their products or services, their style, providing additional services etc. Organizations can differentiate their product or service by using psychological tools as well as influencing attitudes and expectations of customers through advertising, packaging or price. Product differentiation strategies are usually applied by smaller and medium-sized organizations that have very limited financial resources compared to larger organizations operating in the same or similar field.
Market Orientation Strategy
The organization focuses on one or more small market segments and does not seek to dominate the entire market or a major part of it. Organizations are therefore trying their best to identify these segments and thus satisfy the needs and desires of their customers best and brightest way possible. The most common reason for the implementation of this approach is the lack of financial resources necessary, to obtain a large market share, profitability of a segment or little competition in a particular market segment.
Conclusions and discussions
In order for marketing in a non-profit organization to fulfill its function, it is necessary to first, get to know various options that come with the implementation of marketing activities within the nonprofit sector. In the profit sector, as well as in non-profit organizations is increasing competition and also there are changes in the funding and resources. Marketing is thus a way, how non-profit organizations cope with such pressures. One of the sources of financing their activities is also public funding. This fact is the reason for constant pressure on their effective management. Also, currently, most non-profit organization suffer from the constant lack of funds and especially those that are provided from public funds in the form of grants. This contributes to the fact that the organizations are in most cases forced to supplementary their source of income, usually by additional business activities of various kind. To successfully manage these activities, non-profit organizations are forced to develop a variety of marketing activities. In addition, the needs and desires of customers increasingly diverse, and demands grow on the quality of products or services that the organization provides to clients. For this reason, non-profit organizations must also provide the necessary levels and qualifications of its management.
In the profit sector, there is also a great opportunity to adjust the offer in order to target the needs and wishes of customers. Non-profit organizations, however, have certain difficulties with this kind of marketing. Although the primary "product" cannot be changed, it doesn't mean that it's not possible to change some of the physical aspects of behavior and adapt them to the needs of marketing in the organization.
It is important to see the role of marketing in the non-profit sector as support of the organization to achieve its expected goals easier. Marketing, itself, cannot be the goal, but only a medium to achieve these goals. It can be understood as an important tool that helps the organization to improve its market position. In my humble opinion, the use of marketing in the non-profit is just at the very start. Sooner or later, people will acknowledge all the benefits and efficiency it brings with it and non-profit marketing will become an established term in literature. Martin Iltis (martin.iltis(at)gmail.com) is a graduate student at the Charles University in Prague, Faculty of Social Sciences, Smetanovo nábř. 6, 110 01 Praha 6, Czech Republic.
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Introduction
A great number of publications are devoted to the world demographic problems. A lot of governmental and non-governmental organizations, research institutes and centers deal with the issues of the demographic development. The purpose of the article consists in the generalization of the existing positions on the demographic aspects of the world development on the whole, and Russia, in particular. Generally, some trends of the world demographic development can be grouped as follows. * here -Latin America and the Caribbean countries Source: http//demoscope.ru According to predictive estimation by 2050 with an average option of birthrate the Earth population will account for 9,1 billion people, which is by 2,3 billion people more than at present (see Table 1 ). Nowadays, the biggest part of the mankind (82%) live in the less developed regions of the world, with 12% -in the least developed countries, 1,2 billion people (18% of the total population) make up the population of the more developed regions of the world. It is expected that by 2050 a share of residents in the less developed countries will increase up to 86%, including 18% of those living in the least developed countries, a share of residents in the more developed countries will decrease to 14% accordingly.
Trends of the world demographic development
An increase in the expected lifespan
For the last 100 years there has been a significant rise in the rate of the expected lifespan. In some dozens of industrially developed countries it has increased more than twice and reached the level of more than 70-80 years. Table 2 shows the data of the World Health Organization at the beginning of XXI century on the average lifespan in a number of countries. One should notice that there is an increase in the absolute average number of health life years, which expands significantly a life potential of every generation making it steadier. The healthy life span approximately accounts for 80-90% of the whole expected lifespan for men and 77-87% for women. A long life and keeping health for many long years for the majority of the population is a historically new phenomenon. A number of people can become smaller, but the length of time they live for and consequently, the opportunities they get are bigger. Further, we will consider the situation with the lifespan in Russia. Source: Polina (2010) The completion of the demographic transition in the developed countries by the end of the XX century
The transition from having many children to having few children has led to the following: a birth rate per woman in European countries ranges from 1.3 to 2.0 babies. These rates don't ensure a simple reproduction of the population. In Russia, the birth rate accounts for 1.5, this is absolutely insufficient for a simple reproduction of the population. Russia is becoming more and more similar to Western Europe in its idea of "an ideal family" which should have one or two children. Change of the intensity of the world migration processes. Migration flows and the forecast for their directions in the nearest decades need to be studied. Where will masses of people from the less developed countries set off to? How will it influence the life in the countries where they will arrive? How will the world population be redistributed? It is absolutely evident that this redistribution will take place. The mentioned trends can be a theme of a separate research and are not comprised by the article.
In comparison with the global demographic trends the situation in Russia can be characterized as extremely contradictory. The demographic processes going on in Russia are a part of the global processes and mainly correspond to those which are taking place in the developed countries. However, there are some peculiarities which cause concern about the further demographic prospects of the country. Let's consider them below.
The demographic processes in Russia
Reduction in the population of the Russian Federation Majority of researchers point out to a catastrophic decrease in the population of Russia, which threatens to become unmanageable. Source: Polina (2010) According to the results of research conducted by St.-Petersburg Medical Academy, the population of Russia will reduce to 98 mln people by 2050. This process is stipulated by a high mortality rate, especially during the able-bodied period and a low rate of lifespan in Russia. On one hand, it not surprising that there is a decrease in the country's population. There are countries which take the cease of the population growth and even its reduction quite easy. But for Russia, which suffers from a scarcity of people and it isn't quite aware of it, the reduction in the population is extremely undesirable. The problem of populating the Asian part of the country, which occupies 75% of the whole territory, hasn't been solved yet. Only 22% of the population lives in this part with a density of 2.5 people per sq.km. The demographic potential of Siberia and the Far East is obviously not sufficient for the exploration of the natural resources of these areas and for the formation of the developed, more or less complete economic and settled structure. Besides, Russia adjoins with densely populated countries; some of them occasionally claim the Russian territories. Source: Vishnevskiy (2008) As you can see from Table 3 by 2050 Russia's share in the world population will reach the level of 1% and it will have difficulties with keeping 13% of the world's land which Russia possesses. The demographic weakness of Russia is doubtless, and we shouldn't create illusions concerning the future changes in the demographic situation for the better. The possibilities of the demographic response to the challenges of the XXI century are extremely limited. In any case, Russia has to solve its problems and interact with the whole world by means of qualitative rather than quantitative changes of the population's life potential.
A unique procedure of the population reproduction in Russia
A unique procedure of the population reproduction had been formed in Russia by the end of the XX century. It combines the European birthrate and the Afro-Asian mortality. The fundamental reason for the decrease in the birthrate consists in the completion of the demographic transition by the end of the XX century. Unlike many European countries the transition from having many children to having few children in Russia took comparatively little time, which was full of extreme events (World War I, the Civil War, collectivization and a rapid growth of industry and big cities, which was connected with a growth of employment, first of all, women's employment; repressions of the end of the 30s; the Great Patriotic War; reforms of the 90s). The processes connected with the decrease in the birthrate can be explained by the evolutionary development; whereas the issues of mortality, especially those of the mortality of men of able-bodied age cause a great deal of questions. Let's start with the fact that an average lifespan in Russia accounts for 67 years, which is substantially lower than in other developed countries. An increased rate of male mortality in the 90s of the XX century influenced an important demographic index -a comparative lifespan of men and women. The lifespan of women turned out to be 14 years longer than that of men. It influences a sex structure of the population, which is expressed in the domination of female population (2008: men accounted for 46.2%, women -53.8% with the norm of 49 and 51), which is an inadequate correspondence between the sexes and has a negative effect on the indexes of nuptiality and birthrate, the structure of working force and other indexes as well as on the demographic and social problems (Baskova, 2009) .
A high level of sickness rate and traumatism
At present, the main reasons for a high mortality rate and bad health of the Russians are different types of traumas and chronic diseases -cardiovascular, strokes, etc. (Picture 2). Such potentially dangerous infectious diseases as HIV/AIDS, resistant forms of tuberculosis have a negative effect on the future of Russia. A high level of alcohol consumption, which is characteristic of the Russian lifestyle, causes a spread of cardiovascular diseases, and an increase in the number of accidents. Besides, one can't underestimate the influence of smoking, unhealthy lifestyle and unbalanced nutrition. However, all this doesn't give a complete explanation of the existing situation with the sickness and mortality rates. In the opinion of N. Eberstadt, a research worker of the American Enterprise Institute for Public Policy Research, «problems which Russia is suffering from at the moment arose during the periods of wars, famine or dreadful epidemics. In the majority of cases those periods were relatively short; they took several years, after which the demographic situation improved. In Russia these processes have been going on for four or more decades». Annually, in Russia, more than 1 mln people aged 18 and older become disabled. The graph of disability generally copies the picture of mortality. The reasons for disability are distributed in the following way: cardiovascular pathology -54,6%; oncological diseases -1,6%; traumas and poisoning -4,8%; mental diseases -3%; nervous diseases -2,8%; tuberculosis -2,4%; respiratory diseases -3,2% (Prokhorov et al., 2007) . It can seem surprising, but nobody in Russia fights for the rescue of the Russian people, though the modern economy is based not on natural resources, but on people. If Russia continues to lose its human capital, it will not be able to provide its economic growth. The outstanding Russian scientist Mikhail Lomonosov wrote that "the greatness and wealth of the state consists in the healthy and numerous people rather than in the vast territory, which is useless without residents". The importance of keeping health is growing steadily according to the influence of the technical environment on a human organism. A good health is a great social blessing and it has an effect on all the spheres of people's life. It is one of the necessary and most important conditions for an active, creative and full life of a human in the society. It was this fact that attracted the attention of K. Marx, who presented an illness as a life limited in its freedom. An insufficient level of the Russians' health has a negative effect on the social, working and economic activity of the people, reducing the level of labour productivity, making lower the indexes of health of the future generation, as well as decreasing substantially the general satisfaction of people with their life. Thus, health is the main resource which stipulates the level of satisfaction of practically all people's needs and is reflected in a lifestyle, a migratory mobility of people, and their exposure to the modern achievements of science, culture, technology, as well as leisure and recreation activities. However, the level of health in its turn depends on the social and economic factors. At present, physical, mental and social health of the Russian population is influenced by a number of powerful negative factors which will be difficult to neutralize in the foreseeable future. Among the factors which have had a negative influence on the Russians' health for the last 15 years specialists point out the following: 1) economic (a low level of wages and pensions, the worsening of the living, working and recreational conditions, the decrease in the level of 
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A share in the total mortality, % medical treatment, the change in the structure and quality of nutrition for the worse and others); 2) psychological (an extreme level of stress caused by the social and economic instability of the society and its high criminalization); 3) a decrease in the general level of culture including hygiene and sanitary conditions, which enables the spread of bad habits and an unhealthy lifestyle; 4) a low level of medical and preventive health care; 5) the deterioration of the ecological situation in the country (Gilmutdinov et al., 2009 ).
Conclusions
It is considered that the problem of ensuring the nation's health can't be put forward as the primary one under the modern conditions. Russia has others, more important priorities of a military, state and economic character. The most significant role which can be given to health by the modern political thought is that of one of the elements of the national security system. Yet, one must emphasize that the character of the social health is manifested in its close connection with the capacity for work, a vital activity, a social welfare of a person and their family, expenses for medical treatment and preventive health care. It's quite important to consider health as a phenomenon with marked temporal links and consequences. Today's people's health has an enormous impact not only on their tomorrow's health, but it has a marked hereditary effect, influencing and even predetermining the future generations' health. Considering and taking into account the social consequences of the decrease in the health level of the modern population, one has to allow for the unavoidable losses of the future generations stipulated by the underestimation of the health factor at present. One should bear in mind the irreversibility of the negative processes connected with the spread of some kinds of diseases. The problem of improving people's health in Russia has to become a central one. It is especially important due to the careless attitude of people to their health. The change in a person's attitude to their health depends not only on a person's mood, but also on the opportunities provided by the state for its citizens. The state, politicians, and ordinary people don't include health into the list of priorities; an average Russian is ready to sacrifice it for the sake of achieving some material of social benefits. Both the state and its citizens are poorly aware that a person's and the nation's health is the critical resource that determine their viability and their capabilities to use other resources to the best effect. The problems of the population's health are complex, multiplefactor and require a comprehensive approach: conducting a top-priority socially directed economic policy; changing an approach to developing a policy in the sphere of health care, which will take an account of the importance of a health contribution to the economy of the country; implementing particular state programmes which will guarantee the improvement of health of the Russian population and the development of the children; taking serious measures in the field of ecology and environment; a wide propaganda of a healthy lifestyle and standards of hygiene and sanitary norms, as well as of effective techniques of health keeping. We need to develop a national strategy of increasing human capital and an active life, and a system of indexes which will realize this strategy. The health resources should be included into the definition of the national health and be reflected in the GDP. One can enumerate an endless number of events in every century of the Russian history when a human life cost nothing. Russian people put up with this situation and don't value their own lives, let alone the lives of other people. Russia needs another ideology, another national idea, so that it could have a demographic future. In the country where the price of a human life is a kopeck the national idea can be only the creation of a human life for people (Ribakovskiy, 2003) . Therefore, the demographic recovery of the state, i.e. the preservation and growth of the nations of the country, increase in the value of their life must rank the first in the priorities of the Russian state. Everything should be conformed to the solution of the triune taskreaching a high level of life, providing an adequate quality of life and increasing a lifespan. All the other priorities don't make sense if the Russian population continues to die out. 
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Introduction
The founder of the concept of a sustainable development was the Club of Rome, the international public organization founded in 1968, which united representatives of world political, financial and scientific elite.
One of the main tasks of the Club of Rome was attracting attention of world community to global problems by means of the reports. "Attempt of creation of the principles of world planning from positions of the general theory of systems" by Jantsch (1981) Outlined in the report, the problem received world recognition. Conference on problems of the environment relating to the relationship between economic development and deterioration of the environment was hosted the UN in 1972. The UN environment programme was established under the name of "United Nations Environment Programme" (UNEP). In the 1980s, negotiations among the states who were members of the United Nations were held on environmental matters, including the conclusion of treaties on the protection of the ozone layer and the control of toxic waste. In 1980, talks were held among the UN member states on environmental issues, including the conclusion of treaties on the protection of the ozone layer and controlling toxic waste. In 1987, the UN Commission presented a report "Our Common Future", which was first introduced the term «Sustainable Development. Sustainable development has been defined as a social and economic development in such way that there is no negative impact on the needs of future generations. Sustainable development involves two key concepts (Burton, 1987) :
 The concept of 'needs', in particular the essential needs of the world's poor, to which overriding priority should be given;  The idea of limitations imposed by the state of technology and social organization on the environment's ability to meet present and future needs.
One can say that the concept of sustainable development was formed through the merger of the three main components of social progress: economic, social and environmental. The economic component of the concept of sustainable development is based on the theory of maximum flow total income Hicks-Lindahl (Hagemann and Hamouda, 2005) , which can be made subject to the preservation of capital by which this income is generated. The concept implies the optimal use of scarce resources through the use of energy-saving technologies, including extraction and processing of raw materials, production of environmentally friendly products, recycling and disposal. This raises the following questions: what kind of capital should be maintained (manufacturing, natural, human, etc.) , the extent to which different types of capital are substitutable, how to get comparative valuations of different types of capital. In this regard, there were two types of stability ) -poor resistance characterizing undiminished over time natural and produced capital, and strong stability, describing how natural capital must be maintained through a gradual transition to renewable resources (part of the profits from the sale of non-renewable resources are directed at increasing the usefulness renewable natural capital). The social component of sustainable development is focused on human capital formation and preservation of stability of social systems, reducing the number of destructive conflicts between people . The important aspects of this concept are solving equitable benefit sharing and implementation of an effective international system of decisionmaking that takes into account historical experience. Man is defined as the subject of sustainable development, taking part in the processes that shape the scope of his life.
Environmental component of sustainable development aimed at ensuring the integrity of ecosystems and habitats (cities). The focus is on preserving the ability to heal itself and adaptation of these systems to environmental change. It is believed that the degradation and pollution of the environment, biodiversity loss reduces the ability of ecosystems to heal itself.
Indicators and models of Sustainable Development
The Sustainable Development Indicators are used to monitor the National Sustainable Development Strategies. One of the most informative and studied systems of The Sustainable Development Indicators put into apply in the European Union. The Sustainable Development Indicators are published in the Eurostat report every two years. All of 100 indicators divide into 10 categories. There are 11 headline indicators, which are intended to give an overall picture of whether the European Union has achieved progress towards sustainable development in terms of the objectives and targets defined in the strategy (The Sustainable Development Indicators, 2012). 
Source: Own results
Financial savings are one of the sources of economic growth. Voluntary renunciation of the profits, which is the result of economic activities harmful to the environment, is an argument in favor of getting long-term environmental benefits allowing to save financial resources in physical terms. Economic analysis must take into account the direct and indirect factors affecting the profit from a position resilience of natural resources. Economic evaluation of business enterprise should cover both a result of activity and its effect on the environment and the social sphere, and thus include not only financial accounting, but also taking into account social and environmental pillars (Ecological Project for Integrated Environmental Protection, 2014). The initial concept of sustainable development suggests a link sustainable development, primarily with the environmental factor. In the subsequent discussions about sustainable development began to include a social dimension, due to the fact that there is a close relationship between society and the environment. As a result, this has led to the proposal of the classical model of the relationship between society, economy and the environment shown in Figure 1 .
Classical model of the relationship between society, environment and economy suggests the predominance of the economic component around which build relationships of society and natural resources. Later came the understanding that sustainable development involves the inextricable link all three components: a combination of social progress and the economy leads to equitable sharing of benefits; economic development and preservation of the environment provide sufficient resources for the production of goods; responsibility for the environment and social development provide suitable conditions for existence. This representation of the model of sustainable development is not entirely successful. Such visualization suggests that some parts of the economic system cannot depend on social services, and society can exist without the environment, ensuring its resources (Martinez-Alier, 2006) . D'Alisa (2007) proposed to use the concentric model of sustainable development, to correct the deficiencies of the previous model (see Figure 3 ). This concentric model known as "Strong sustainability model" reflects the impact of the relationship and the biological, social and economic spheres. Analysis of this model shows that the social system should include the scope of economic relations, representing the economic system, and social relations that are not part of the economic system. Ecological system represents resources, ensuring the existence and functioning of the economic and social systems. Forming the company's development strategy in an economy focused on the concept of sustainable development, it is necessary to carry out planning and accounting interrelated economic, social and environmental indicators. Obviously, the EU monitoring indicators conceived for the analysis at the national level cannot be simply used to analyze the harmonization with the principles of sustainable development at the individual level, by the companies. However, they can be analyzed as an exercise of developing custom-made indicators for this purpose. From the microeconomic perspective, according to Ciumara (2012) there are 7 steps to run a company in agreement with the principles of sustainable development:
1) Conduct a stakeholder analysis in order to identify all the sides affected directly or indirectly by the activity of the enterprise; 2) Set out policies and objectives concerning sustainable development; 3) Work out and execute a plan of implementation; 4) Develop a corporate culture based on support; 5) Develop measures and standards of performance; 6) Prepare reports; 7) Increase the processes of internal monitoring.
The adaptation of the company strategy to the principles of sustainable development is a complex process which requires great efforts. The major problems hindering the harmonization of the relation between the company strategy and the principles of sustainable development are the time-span differences (rather short in the case of the company strategies and long or very long for sustainable development) and the scale differences (the company strategy concerns the activity of that particular company, while sustainable development only makes sense for the whole economic system). A characteristic of adapting the company's strategy to the principles of sustainable development is the increasing importance of the ecologic or social objectives compared to the economic objectives. Generally, the economic objectives don't have a time-scale of more than half a decade, the time needed to depreciate some important assets or to calculate the profitability of a large-scale project, while the ecologic objectives expand on much longer periods. Not all kinds of companies can rebuild its strategy under the principles of sustainable development. The company pursues different objectives at every stage of existence. There are following stages of enterprise development: survival, growth, value creation, sustainable value creation. It is obviously that company does not pay special attention to environmental and social factors in the stage of market entry. Conversely, if the company is in the process of sustainable value creation, it must follow the principles of sustainable development. This need stems from concerns about the formation of shareholder value, which depends on the reputation of the company and its corporate social responsibility. In accordance with Porter, M. E., and Mark Kramer R. (2011) the principle to create shareholder value is in interpretation of economic value not only from the standpoint of obtaining economic benefits, but also from the standpoint of creating social value through appeals to the needs and problems of society.
Conclusions
Thus, on the basis of our research, we can conclude the following: the principles of sustainable development must be observed at all levels of the economy. Moreover, one can note that adherence to the principles of sustainable development of large enterprises is a necessary condition for sustainable development of the economy and social sphere. In this case, for a number of companies adaptation their strategy to the principles of sustainable development is a prerequisite for achieving competitive advantage and efficiency of current socially significant events.
Introduction
The transition of the Russian economy to an innovative way of development is largely determined by the efficiency of interaction between innovation sphere participants (universities, scientific organizations, business and government) for a joint implementation of sci-tech programs within the frames of the country's development strategy. The choice of the state policy is supported by a number of government initiatives, among which special emphasis is put on the Strategy of Innovation Development of Russia by 2020, assuming the creation of technology platforms (TP) as a key instrument for the state implementation. A technology platform is a mechanism for developing advanced commercial technologies and new products, for attracting funds for research and development (R&D) as well as for enhancing a regulatory framework in the area of innovation, aimed to activate efforts of the industrial business, science and the state. The TP rests on a sectorial principle of thematic projects formation. Platform implementation envisages the development of a strategic research program, formation of the implementation program, dissemination of research results, development of training programs in various sectors of the national economy, ensuring the continuity of the innovation process and supporting the life cycle of innovations at all its stages. The initiative to create platforms in Russia is largely based on the European practice: the basic approach and the idea itself were borrowed from the European Union experience, but soon enough they acquired Russian specifics.
Features of a project-specific approach to the implementation of innovation activities of Russian technology platforms
It is important to note that the technology platforms mechanism assumes a project-specific form of organization and management of innovation activities, within which R&D topics are clarified, sources of investments are identified, and an economic evaluation of the project results for stakeholders is conducted, etc. A project-specific approach is characterized by specific categories, which distinguish it from any other kind of activity (Gray and Larson, 2003) :
• Aimed to achieve the ultimate objective established;
• established duration with actual start and end dates;
• coordinated implementation of interconnected activities by various specialists, regardless of the field of application of their knowledge;
• exclusivity and uniqueness of actions or results obtained. Thus, an innovation project means unique, comprehensive and coordinated activities aimed to obtain the results in line with the pre-set specific requirements, which are restricted by completion periods and resources involved. And namely finding an optimum combination of resources, scope of completed works and quality of works at any given time in accordance with the customer requirements, required to achieve the objectives of the project, is one of the most important functions of project management. The innovation project management implies the execution of complementary and interconnected processes required for its implementation; each process means a set of interrelated activities carried out to obtain a pre-set result. Meanwhile, project management processes are divided into five categories (PMBOK Guide, 2008):
• Initiating processes: describe initial objective of the project and its content; define original needs for financial resources; appoint a project manager;
• planning processes: clarify the purpose; define the overall content and timeframe for work completion; prepare the budget; select stakeholders; analyse possible risks;
• execution processes: coordinate activities of work performers and resources involved; carry out integration and perform operations in accordance with the project management plan;
• monitoring and control processes: analyse and compare work performance with planned indicators (time, cost, quality, etc.); identify deviations from the stated characteristics (parameters) and take appropriate corrective actions, if required; • completion processes: take into account measures on formal completion of all works and operations; transfer the deliverables to the client; close up the project closure. It is worth mentioning that all groups of the project management processes are interdependent and overlapping activities, rather than separate and independent activities, which take place throughout the project life cycle, and this fact predefines an integral nature of the projectspecific approach as a way of innovation activity implementation. At the same time, the following subject areas of knowledge (PMBOK Guide, 2008) are involved during the implementation of project management processes, which form a basis for project feasibility and affect project implementation process: integration of the project management as a whole on the basis of a systematic approach as well as management of the project scope, timeframe, cost, quality, human resources, communications, risks and procurements. Generally, any project has certain development phases of interrelated successive stages of its life cycle, which at the same time are not considered as a group of project management processes. Typically, four stages are set (Kerzner, 2013; Burke, 2013) • Description of the technology and rationale for its implementation for the industry;
• tasks and objectives of the project as well as expected cost/ performance efficiency indicators;
• information about all concerned parties -platform stakeholders (which ensure execution and financing of operations as well as consumption of deliverables);
• project implementation plan for a medium-term period. The project implementation stage within the TP frames includes a sequence of steps, covering performance of scientific, R&D and design activities as well as the industrial mastering of the technology. Within this stage, the project cost management is provided, which affects operational budget planning processes based on the existing schemes of financing from private and public sources of capital, as well as project control is conducted by cost in accordance with the achieved intermediate technological results (Report on Technology platform list generation procedure, 2010; Report on Ministry of Economic Development of the Russian Federation "On technology platform formation in the Russian Federation", 2012). It may be stated that after almost three years since the date of the technology platform formation initiation, operational issues, related to the organizational and investment interaction between the stakeholders, still exist. That's why the solution of the technology platform's project cost management is of special importance both at any stage of the whole implementation process and at each individual step, preferably, at the project development stage.
Technology platform's project cost management issues
Dependent on the project implementation stage, key stakeholders of technology platforms are as follows (Report on Technology platform list generation procedure, 2010; Report on Ministry of Economic Development of the Russian Federation "On technology platform formation in the Russian Federation", 2012):
• Research and design organizations, engineering companies responsible for R&D and engineering support of the project, in particular, during industrial development of the technology;
• financial and economic institutions providing investment support to the project;
• business structures represented mainly by sectorial production enterprises, which create demand for the results of innovative activities within the TP projects and which are directly involved in works financing. While considering the existing interface diagram among stakeholders of Russian platforms as a whole, attention is drawn to the fact that, in the framework of the innovation project implementation, the development of a strategic cost management plan is not expected. For example, a common budget is not available so far: funds are raised to perform specific works for each individual stage of technology transfer independently by each of the performers and only at a formal support of the Coordinator, which, in fact, provides an information support of the platform. Successively, at each project implementation stage, a separate budget, not associated with the project-specific approach concept, is formed and managed by the parties involved in a certain stage. In this case, liaisons among stakeholders of different stages are slightly tracked and the results of research and development, obtained at the previous stages, do not guarantee the continuation of activities at the next stages. The project as a whole does not have any financial planning: work starts under uncertain financial conditions and, therefore, is accompanied with high financial risks and risks of project non-completion within the established timeframe. In this regard, searching for investors is the most critical issue for the TP project implementation. Today in Russia, the state is the main source of financing innovation activities for implementation of large-scale sci-tech projects (including technology platforms) (Table. 1). The state provides the support in the following forms:
• Gratuitous budget allocations, in particular, through a system of scientific research grants and federal target programs;
• on a reverse basis through extra-budgetary funds;
• through co-financing of projects through established development institutions. 
Source: Own results
Alongside with the availability of various financial institutions, the links among these institutions are specific and ineffective in many areas, the movement of innovation projects from one institution to another is not fully established, there are no practical schemes of investing in TP projects which combine different sources, including budget funds. Also it should be noted that the project financing procedure through almost all sources (with the exception of a system of grants) is not transparent enough: it is rather difficult to find out about funding priorities and principles of decision-making on applications, and, therefore, judge the efficiency of financial institutions in general and the quality of allocation of funds at their disposal. At the same time, due to difficulties in establishing a functional interaction among the innovation process participants, Russian technology platforms are not able to cope with the task of attracting private investors and are mainly rely on a direct government support or participation of the state-owned corporations (Report on Ministry of Economic Development of the Russian Federation "On technology platform formation in the Russian Federation", 2012). At present, the expected target funding of TP projects (through grants of federal target programs and loans provided by the Russian Foundation for Technological Development) is only possible within the framework of R&D, whereas, due to existing market conditions, either extra-budgetary funds of research organizations -TP stakeholders, most of which are government agencies or partly state-owned companies which provide co-financing of the platform projects on a peremptory basis, act as co-investors. In fact, the state does not create adequate conditions for co-financing of works at the expense of the private sector at the early project development stages. At the technology commercial development stage, which is essentially the most resource-intensive stage from all points of view, not only the absence of the state as a co-investor, but also the lack of any work financing schemes, capable to attract significant investment to complete the project, raise concerns. The state's investing in research and development through the federal target program mechanism is the issue of special importance. Funding is expected to be effected on a competitive basis, following the consideration of bids received for performing specific terms of reference on a specific topic, which includes a list of activities required, maximum value, deadlines, etc. I.e., within the frames of this program, state order contractors are searched for and, in most cases, financial performance plays a decisive role, upstaging sci-tech solutions and practical orientation of works.
Recommendations on project cost management for Russian technology platforms
As a result of modeling studies (Zlyvko, Lisin, Rogalev, Strielkowski, 2013) , we can offer the following approaches to cost management for technological platform projects. First, it is necessary to develop a comprehensive program of phased financing of TP projects, in the context of which the budget of the project as a whole is formed due to public and private capital, whereas the role and TP stakeholders, in the context of financial support, should be dependent on the innovation project implementation stage. As the project implementation goes by, the role of private capital should grow. Second, at the research and design stages, calculations of attracting different sources of funding of R&D both on the basis of free stated-allocated resources (under the "Research and developments on Russia's sci-tech complex priority development vectors") and loans from the state extra-budgetary funds (e.g, the Russian Foundation for Technological Development) well as the investments of companies which receive final deliverables. Third, at the technology commercial development stage, it's necessary to attract venture capital investments. Obviously, the commercial development of new technological solutions requires higher capital expenditures and is also associated with significant financial risks. A developed mechanism for attracting investments through venture capital funds as well as the resolving of the issues associated with investment insurance, distribution of profits and a quit from the projects will allow us to tackle the problem of investment capital shortage at this stage. In our opinion, the best option for organizing this source of investments for technology platforms is to create industry-specific Innovation Funds with the involvement of the state and the private sector. This question has repeatedly been raised at the thematic conferences and should be brought to the suggestion of specific solutions and methodological guidelines. This is especially important, because, in the view of this statement of the problem, it makes it possible to seriously strengthen the mechanism of public-private partnership, which supports the concept of technology platform creation and development. At high stages of the technology readiness, private capital is ready to direct financial flows to technological projects subject to the availability of transparent distribution patterns and adequate return on investment and investment insurance. Fourth, it is necessary to significantly increase the role of the Technology Platform Coordinator. In fact, the Coordinator should serve as a project manager, using the project management methodology; he should ensure the sustainability of the project by balancing the interests of all stakeholders with the consideration of available resources and necessary expenses, as well as the achievement of the established project performance indices on time.
That's the Coordinator who shall be responsible for project cost management to be reached through control over budget formation and allocation issues for the whole project and for each project stage. Fifth, the update of the FTP mechanism regarding to the co-financing of research and development by providing grants on a competitive basis, taking into account expert judgment in accordance with the project importance for the innovative development of the country, may be an essential measure, provided that the size of such a grant is not fixed and is determined by an expert group during the bid evaluation, based on which a decision on financing the work is taken. At the same time, the level of financial involvement of the state may depend on various criteria, i.e., organizational and legal form of the participant of the innovation activity, accounting system, scale of the project, etc. Therefore, we may say with a high degree of confidence that the use of the suggested guidelines will be an effective tool of the state policy in addressing the issues of implementation of innovation projects of Russian technology platforms based on the publicprivate partnership mechanism as well as project cost management.
Conclusions
In line with the course of implementation of the state policy for the country's transition to the innovative development, technology platforms are recognized as one of the most effective mechanisms for the implementation of large-scale projects in top-priority and socially important areas of science and technology on the basis of public-private partnerships. At present, issues, related to the interaction among the investment platform stakeholders in the context of a project-specific approach to cost management, are still of a great concern.
Despite the availability of various sources of funding, which may be involved to finance innovative activities and which are raised with an active participation of the state, practical schemes for investing in TP projects are not available; in particular, specific programs for funding the activity of platforms with the involvement of various financial institutions (banks, insurance companies, venture capital and investment funds, etc.) have not been envisaged, and there are no operating mechanisms for co-financing research and production activities on the basis of public-private partnerships. Based on the study conducted, we suggested methodological recommendations, which include the development of a staged TP funding scheme based on a project-specific approach and involvement of public and private capital while keeping the balance of interests, as well as project cost management tools.
